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 Our region covers Maine, New Hampshire, 
Vermont, Massachusetts, Rhode Island, and the 
eastern part of Connecticut

 41 stores total -32 in Massachusetts, 3 in RI, 3 in 
CT, 2 in NH, and 1 in ME

 3 Facilities- Bakehouse, Seafood Processing 
Facility, and Distribution Center

 Huge variations between rural (Hadley MA) to 
suburban (Glastonbury) to city (Symphony)



 Two self contained 35 yard compactors – one for 
Compost and one for Trash 

 Baler for OCC cardboard 

 Container for Single Stream Recyclables 

 Designated areas set aside for items we backhaul to 
our DC – Pallets, Fish Vats, Bales of OCC, stretch 
plastic, # 5 plastic, etc.  

 Food Donation bins - designated area in receiving

 Food Donation bins – designated areas in walkins



Source Reduction – Reduce the volume 
of food waste generated 

Feed People – Donate extra food to food 
banks, soup kitchens and shelters 

Feed Animals – Provide food to farmers 

Industrial Uses – Provide fats for 
rendering and food discards for animal 
feed production 

Composting – Convert food scraps into a 
nutrient rich soil amendment 

Landfill Waste



Waste is one of our 

single biggest areas 

of impact on the 

environment – and 

therefore one of the 

easiest ways for us to 

make a positive 

change.  When we 

actively sort through 

all “waste”, we can 

divert valuable 

resources from 

landfill or 

incineration.   





 Here are the videos we have: 

 For Meat & Seafood teams training:

 http://videofarm/view.php?vid=6658

 For Bakery & Prepared Foods teams training:

 http://videofarm/view.php?vid=6662

 For Produce team training:

 http://videofarm/view.php?vid=6663

 For Grocery & Whole Body teams training:

 http://videofarm/view.php?vid=6664

 For Specialty & Dairy teams training:

 http://videofarm/view.php?vid=6665

http://videofarm/view.php?vid=6658
http://videofarm/view.php?vid=6662
http://videofarm/view.php?vid=6663
http://videofarm/view.php?vid=6664
http://videofarm/view.php?vid=6665


 Began in January 2014, and rolled out to all stores in 
NA Region by April 2014. 

 Almost fully rolled out in all regions currently.  

 Offered us the ability to have all items we can possibly 
donate, be donated.

 Helped us find agencies to pick up 7 days/week.

 Will vet all agencies for us, ensuring they meet the 
nonprofit standard for the IRS.

 Track recalled items, can trace from store to agency.

 Offered us reporting unlike anything we had 
previously.   



 These were a collaboration between FDC and our Global 
Food Safety team.  





Bakery Donation

We use large food-

safe bags to donate 

multiple items 

together.  There is a 

general allergen 

warning on the label 

since they are not 

individually 

packaged and don’t 

have ingredients 

listed.  This helps 

protect anyone with 

food allergies who 

might consume the 

product.  





Most of the agencies 

we were working 

with continued along 

the same way, but 

some chose to 

instead partner with 

a larger agency like  

Food For Free or 

Lovin’ Spoonfuls, 

who could pick up at 

our stores and then 

supply many smaller 

agencies.  This has 

proven to be a good 

model in many ways, 

and more folks 

benefit overall.  



Total 
Donations 

We were able to 

double our donations 

through this program 

in the first year, and 

have remained steady 

since then. 

On average, each store 

in our region donates 

just under one ton of 

food per week. We 

work with over 100 

food rescue agencies 

in New England, many 

of whom work with 

other agencies – so the 

actual reach is quite 

large.  





The DC also sends 

meat that it can’t 

send to our stores to 

the Wolf 

Conservation Center 

in South Salem NY, 

to be fed to wolves 

and other animals.

Our Distribution 
Center donates 
food to both the 
CT Food Bank as 
well as the 
Cheshire Food 
Pantry. 



Food Donations are an 

important part of our 

Waste Diversion process –

as well as being an 

important way to help out 

the community.  We have 

a lot of food that we 

cannot sell that is still 

good to eat, and donating 

it helps others while also 

keeping it out of landfills.  





 Installed in our Andover store in June 2014

 First grocery store in US to have this system

 Next we installed in 3 city stores: our River St. 
store in Cambridge, and Symphony and 
Charles River in Boston. 

 We now have this system in 16 stores in NA 
Region, and 1 each in 4 other regions – 20 total 
for WFM   

 We are looking to open all new stores in NA 
Region with this system  going forward.  





 No room inside for tank at either Andover or 
River St, so it was put outside 

 This required insulation to ensure it doesn’t 
freeze in the winter – which adds to the size 
of the tank 

 Both Symphony and Charles River are inside 
so no insulation required.

 The next 12 stores all put their tanks 
outdoors, using a blanket wrap.  









Jordan Dairy Farm 
Rutland MA 

The slurry of food 

waste from the 10 

stores with the G2E 

system go to the 

Anaerobic Digester 

on Jordan Dairy 

Farm.  The manure 

from the cows is 

mixed with the food 

waste to produce 

energy, heat and 

fertilizer.  



In-store 
messaging

We’ve created some 

signage we can post 

in our stores to let 

our customers know 

what we’re doing.  

These signs are in 

our stores with the 

Grind2Energy 

systems, along with a 

different version of 

Compost sign that 

says “food waste 

only”.  



 We still send the rest of our stores’ food waste and 
other compostable materials to various compost 
facilities.  

 Even as we send more of our organic waste to 
Digesters, we feel there’s still a place for traditional 
composting in our overall waste diversion program. 

 Out of total of 44 locations:
 22 locations going to Anaerobic Digestion at 4 different 

Digesters in 4 different states

 22 locations going to complete composting facilities 
(meaning they take everything from meat to dairy etc)





We partnered with 

Recycle Across 

America 2 years ago to 

introduce their 

standard recycling 

labels to our customers 

and team members.  

Their mission to 

increase recycling 

matches up with ours 

to reach Zero Waste, 

and they’ve been a 

great partner. 

Clear Signage is 
key – both front 
and back of 
house.



We were able to 

customize our signs 

by team so that they 

can know with a 

quick glance at the 

sign on the bin, what 

are the most common 

items to go into that 

bin/stream.  We also 

color code our bins to 

match the signs, so 

there’s a consistent, 

easy system to know 

what goes into which 

waste bin/stream.

Team-Specific 
BOH signs









Waste Sorting is 
more fun in a big 
group!

This was taken at the 

end of a two day 

event. Some of our 

most dedicated TMs 

stayed after all the 

vendors had left to 

clean up.  It paid off 

for us, helping us to 

achieve Zero Waste 

for this huge event.  



Zero Waste Day –
Ideal and Impact 

ZWD in May 2014 was 

the first one in our 

region recently – last 

one was in 2007. 

It was a real teaching 

moment for many TMs

– one STL called it “the 

single best training day 

all year long”.  

ZWD in April 2015, 2016 

and 2017 all built on the 

first one, and now TMs 

know what to expect.  

And ZWD 2017 was the 

first time the other 

regions joined us! 



Have a space set up to receive 
and sort “trash” 

Have TMs ready to sort and 
train 



A few stores decided to lay out a tarp to 
just empty bins onto – great visual!! 





Our Glastonbury 

store invented 

Cuppie – a coffee 

cup that travels all 

over trying to clean 

up litter.  Check it 

out on Instagram or 

Twitter –

CuppiecleansCT.  

Glastonbury set 
up early on 
ZWD 







 The Choices we 
make today will 
determine the 
choices we’ll have 
available to make 
tomorrow…….so let’s 
make some good 
ones!! 



Karen Franczyk 

Karen.Franczyk@wholefoods.com

Green Mission Coordinator for the North Atlantic 
Region

Whole Foods Market 

250 Forest St.  

Marlboro, MA 01752

mailto:Karen.Franczyk@wholefoods.com

